
Federal Way WA 98063-9777 
Tel(253) 924 2345 

February 1 1,2008 

Federal Trade Commission 
Office of the Secretary 
Room H-13 5 (Annex B) 
600 Pennsylvania Avenue, NW 
Washington, DC 20580 

Dear Sir or Madam: 

Re: Green Guides Regulatory Review, 16 CFR part 260, Comment, Project No. P954501 

Weyerhaeuser submits these comments in response to the Federal Trade Commission's ("FTC" or 
"Commission") request for public comment on its Guides for the Use of Environmental Marketing 
Claims ("Green Guides" or "Guides"). Our comments are submitted in both written form and 
electronic form on https://secure.commentworh.com/_ftc-GreenGuidesReview. 

Weyerhaeuser is an integrated forest products company headquartered in Federal Way, Washington. 
Weyerhaeuser is one of the world's largest producers of softwood and hardwood lumber, engineered 
wood products, cellulose fibers, and containerboard packaging. We are also one of the world's 
largest paper recyclers. Weyerhaeuser is a member of the American Forest & Paper Association 
(AF&PA) and endorses AF&PA7s comments dated January 25,2008, in response to the January 8, 
2008, public hearing. 

Weyerhaeuser appreciates the Commission's review of the Green Guides and supports increasing 
their clarity and scope. The Green Guides help marketers avoid making environmental claims that 
are unfair or deceptive and risk liability under Section 5 of the FTC Act, 15 U.S.C. 45.2. Although 
they are not independently enforceable, having definitive guidance has proved valuable to 
Weyerhaeuser as we plan our marketing initiatives, train our employees and consultants, and 
otherwise work to meet our goal of fairly and accurately conveying the environmental attributes of 
our products to customers and consumers. We thus believe the Guides provide benefits to 
consumers and there is a continuing need for them. 

Weyerhaeuser's products have a common origin in wood and wood fiber, a resource with many 
beneficial environmental qualities. We are pleased to see the marketplace value environmental 
attributes, but also recognize the potential risks to consumer welfare of false or misleading 
environmental claims. Consumers may be harmed, for example, if they are misled into paying 
higher prices for products that provide no environmental benefit over competing, lower-priced 
products. They also may feel disappointed if they find after purchase that a product lacks an 
environmental attribute they believed it embodied. The latter is especially of concern in the case of 
building products which, once purchased and installed, can be difficult to change, and which may be 
a visible design feature of a home and source of pride for a homeowner. 












